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Сьогодні в умовах насиченої конкуренції та динамічного розвитку ринку бренди відіграють головну 
роль у сталому розвитку підприємства. Саме стратегічне управління брендом забезпечує захищеність, 
конкурентоспроможність, зміцнює позиції продукту у свідомості споживача, полегшує просування нових 
продуктів та завойовує нові ніші на ринку, формує довіру партнерів, забезпечує доступ підприємства до 
людських, фінансових, інформаційних та інших ресурсів, та знижує чутливість споживчої аудиторії 
до цінового фактору. Особливо важливим стає питання щодо брендів на ринку мінеральної води, де одним 
з найбільш проблемних місць, в умовах насиченої конкуренції, є представлення комплексних досліджень, 
виокремлення основних продовольчих потреб та особливостей споживання саме цього продукту. Тому 
об’єктом даного дослідження є процес соціометричної оцінки брендів мінеральної води.
Проведено соціометричний аналіз брендів поряд з кількісними показниками, що виступають найваж-
ливішими якісними критеріями оцінки брендів. Запропоновано методичний підхід щодо соціометричної 
оцінки брендів на ринку мінеральної води, визначено соціометричний статус та силу брендів на основі 
оцінки вагомості їх індивідуальних атрибутів. Представлений рейтинг брендів дозволяє виокремити 
фактори, які впливають на вибір споживчої аудиторії того чи іншого бренду мінеральної води. Проведено 
соціометричне опитування, сформовано соціометричну матрицю та карту брендів. Результати аналізу 
соціометричної оцінки дозволили виявити основні тенденції споживання мінеральної води, виокремити 
перспективи розвитку стратегії бренд-лідера на ринку за рахунок впровадження інноваційних технологій, 
мотивації та підвищення кваліфікації персоналу, а також розробки програм з ефективного управління 
брендом та виокремлення головних переваг бренду. 
Перспективами подальшого дослідження є моніторинг та аудит українського ринку мінеральної води, 
аналіз бренд-стратегій та методів підвищення конкурентоспроможності бренду в цілому.
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Given the growing shortage of natural mineral waters and 
the growing interest of the consumer audience in the useful 
properties of this product, it can be argued that water is 
a strategic resource and the main component of the country’s 
sustainable development [1–3]. European indicators of the 
formation and development of drinking water resources allow 
to trace the main features of the formation of consumption 
needs and preferences of this product, to identify indicators 
of the provision of resources to the population of Ukraine 
in the context of its constant reduction [4–6].
The analysis and assessment of the mineral water mar-
ket has been the subject of many works [7–9]. However, 
the issue of brands in the mineral water market [10–12], 
where one of the most problematic places, in conditions 
of intense competition, is the presentation of comprehen-
sive research, the identification of basic food needs and 
consumption characteristics of this particular product be-
comes especially relevant. Thus, the object of research is the 
process of sociometric assessment of mineral water brands. 
And the aim of research is generalization of the availability 
indicators of water mineral resources and the sociometric 
section of the brands of mineral water.
2.  Methods of research
In the study, the following scientific methods and prin-
ciples are used:
– analytical and sociometric analysis – when research-
ing and conducting sociometric assessment of brands 
in the mineral water market. And also to identify the 
significance of the factors that influence the choice 
and rating of brands in the mineral water market;
– functionality principle, with the help of which the 
functional content of brands in the mineral water mar-
ket was revealed and presented;
– consistency principle, which allows to present the 
relationship between the methods and tools of socio-
metric brand assessment.
3.  Research results and discussion
According to international experts of the World Health 
Organization (WHO) [13] it has been established that more 
than 60 % of diseases in the world are caused by the use 
of substandard water. Mineral water is regarded as a natural 
resource, has social significance. Water quality is recog-
nized as the main indicator of the balanced development 
ECONOMICS OF ENTERPRISES: 
REPORTS ON RESEARCH PROJECTS
27TECHNOLOGY AUDIT AND PRODUCTION RESERVES — № 6/4(50), 2019
ISSN 2664-9969
of society, its safety and existence in general. As of 01.01.2018, 
253 deposits of underground mineral waters were pre-
pared in Ukraine, represented as underground mineral, 
medicinal and medicinal-table waters in 172 deposits 
(240 plots). In turn, 112 plots of 
natural-table water were obtained 
in 81 fields (89 plots) with a to-
tal volume of operating reserves of 
71.556.8 m3/day and 22469.4 m3/day, 
respectively [13].
Dynamics of underground mi-
neral water production from 2008–
2017 (m3/day) is shown in Fig. 1.
According to the Decree of the 
Cabinet of Ministers of Ukraine 
No. 456 dated March 7, 2000, 12 
deposits of unique underground 
mineral waters are represented in 
Ukraine [14].
In turn, the rating of mineral waters as of 01.01.2018 is 
presented in the form of a diagram in Fig. 2.
As can be seen from Fig. 2, IDS Borjomi Ukraine is 
a leading national manufacturer, which holds a leading 
position and acts as an expert on the quality of natural 
mineral waters. Thanks to products produced in ecologi-
cally clean regions of Ukraine, the leading company acts as 
a quality standard by the highest international standards 
and is part of the international company IDS Borjomi 
International.
IDS Borjomi Ukraine produces and offers the consumer 
a balanced portfolio of popular mineral waters (Myrgorodska, 
Morshynska, Morshynska Sportik, Truskavetska, Alaska), 
and is also the exclusive importer of the legendary Geor-
gian mineral water Borjomi in Ukraine [16].
Today in the market of mineral water among existing 
brands, competition is intensely developing and escalating. 
Marketing research and scientifically-based methods enable 
the company to adapt to objective market conditions, to 
develop clear strategic business prospects using both price 
methods and non-price determinants [1].
Methods of sociometric assessment allow determining 
the sociometric status of mineral water market brands 
based on the developed methodology [14].
Dispersion of the average size of the calculation by the 
consumer (σ2) was presented as the average size of the 
purchase made, determined as a result of the study using 
the in-depth interview method. The latter included the 
observation and oral experience of a group of 50 buyers 
of Morshynska mineral water.
As a result of processing the research re-
sults, the average value of the purchase size 
is 0.5 USD/liter.
The dispersion of the average purchase size 












where X  – the average purchase size; Xi – the 
size of the purchase of the i-th buyer; n – the 
number of surveyed buyers.
The variance of the average size of the pur-
chase made is (0.42).
According to the method of sociometric 
analysis, the sociometric status of the brand 
can be determined in the following sequence.
A list of competitors of the Morshynska brand of a cer-
tain class is determined and a sociometric brand card is 
composed, which brands are the basis for assessing the 
brand by rank (Table 1).
The age of the respondents is 18–65 years. Location – 
urban population of the Kyiv region (Ukraine).
Their number, according to the regional committee of 
state statistics, in 2018 amounted to 1097273 people, this 
is the volume of the general population [16].
The marginal (predetermined) error is assumed to be 
0.042 USD (10 % of 0.42 USD).









σ Δ ,  (2)
where t – confidence coefficient depending on the proba-
bility of the statement that the marginal sampling error 
does not exceed the t-fold average error (most often t = 2); 
σ2 – variance of the investigated property, which is deter-
mined on the basis of the experiment; Δ – marginal (pre-
determined) sampling error; N – the number of units in the 
population.
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Fig. 2. The rating of mineral waters from 2017–2018 (%) [15]
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The following stages of sociometric analysis, with the 
help of which the strength of the Morshynska brand is 
determined, are:
1. A list of competing brands of the parity class for 
Morshynska, which is entered in the sociometric brand card.
2. The sociometric survey is conducted, during which 
sociometric brand cards are filled.
3. The sociometric matrix based on brand cards is created.
4. The sociometric status of each trademark is calcu-
lated in its status, and the brand’s expansiveness index.










where N  – the number of surveyed persons (number of 
cards); Vm – the number of choices of the m-th brand; 
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And also a sociomatrix of brands is complied, which is 




of card , n
Brand ranking , b
1 2 3 4 5 6 7 8 9
1 + – + – + – + – –
2 – – + – – 0 + – 0
3 + + + + + – + 0 –
4 + – + + – – – – 0
5 + + + + + 0 0 0 0
6 – + – + – – + 0 0
7 – + – + + – – 0 0
8 – + – – + – + 0 0
9 – – + – + – + 0 0
10 – + + – + – + 0 0
... ... ... ... ... ... ... ... ... ...
200 + – – – + 0 – 0 0
Total  
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5. Individual sociometric indices are obtained to identify 
brand leaders, which must be ranked based on the results.
Ranking is carried out in descending order of impor-
tance. In this case, the 1st rank is assigned to the brand 
leader. The maximum rankings must correspond to the 
maximum value of the indices (Table 1).
As a result of the analysis and calculations, it can be 
concluded that the strongest brand (the leading brand) in 
the Kyiv region is the Borjomi mineral water brand, which 
has received the maximum rank in sociometric status. In 
second place are the Morshynska and Myrgorodska brands. 
The sociometric analysis makes it possible to clearly de-
termine the position of Borjomi in the market (Table 3).
As can be seen from the Table 3, according to the as-
sessment of the sociometric status of brands, the leading 
position is occupied by the Borjomi brand, the strategic 
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brand management of which corresponds to the stated 
goals and mission of the company:
– develop a culture of consumption of natural min-
eral waters and promote a healthy lifestyle, offering 
consumers high-quality natural mineral waters;
– consolidation of a leader position in the mineral water 
market, introduction of innovations in production.
Table 3
Sociometric status of brands as of 01.01.2018




























This study allows to conclude that the ranking ac-
cording to the sociometric status of the brand coincides 
with the ranking of mineral water market leaders in terms 
of sales. This confirms the objectivity of this assessment 
system and shows the independence of the latter from 
the existing brand image. Based on the analysis, wit is 
possible to distinguish that DS Borjomi International:
– continues to introduce innovations;
– emphasize the unique and bold nature of the brand;
– update and improve the corporate identity and media 
design of the Borjomi mineral water brand;
– change the company logo;
– improve the shape of labels and the appearance of 
caps, as well as brand packaging;
– expand the portfolio of «Morshynska» and «Trus-
kavetska» brands.
In order for other brands to approach the brand leader 
in the market, it is necessary to adhere to an offensive 
strategy, due to:
– introduction of innovative technologies;
– motivation of qualified personnel;
– development of programs for effective brand mana-
gement.
In general, analysis and sociometric assessment of mine-
ral water brands allows:
– identify the main trends in preferences and charac-
teristics of the consumption of mineral water in the 
Ukrainian market;
– highlight the main exporters and importers in this 
market;
– track the likelihood of new brands with new features.
4.  Conclusions
In the course of the study, a sociometric analysis of 
brands is carried out along with quantitative indicators; 
they are the most important qualitative criteria for assess-
ing brands. A methodological approach to the sociometric 
assessment of brands in the mineral water market is pro-
posed, the sociometric status and strength of brands are 
determined based on the assessment of the significance of 
its individual attributes. The presented brand rating allows 
to highlight the factors affecting the choice of a mineral 
water brand for a consumer audience.
Prospects for further research are a more detailed analy-
sis of the Ukrainian market of mineral water, assessment 
of brand strategies, analysis of brand competitiveness and 
market segmentation.
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